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necreasing competition in the Indian retail market
has made it imperative for brick and mortar retail

marketers to position their products uniquely in
comparison to their competitors, One tangible way to

' Jook at differentiation is to concentrate on the physical

design components of the store. Dramatic and tun-
centric store designs and visuals could act as key drivers
of differentiation. Customers want to visit stores which
have an ambience and where shopping is an enjoyable
experience, rather than an arduous task. Store design
and style continue to draw customers into stores and

. tonvert thern into frequent visitors. Additionally,

altractive and dramatic graphic store design can aiso
turn these frequent visitors, who are primarily window
shoppers, into actual buyers.

There is a need to formulate graphics and designs
that integrate directly into images as well as the
products sold in the store and entails more than the
mere combining of colours. It means beginning with
the product in mind, and exploring design options that
showcase the products or services to encourage sales. In
other words, the process involves designing for the sake
afmarketing rather than designing for the sake of
design. The Internet has been motivating retailers to
find new and exciting ways to lure and invite
customers. A dynamic retail environiment, combined
with customer interaction, provides a competitive
advantage to brick and mortar retailers when compared
1o e-retailers.

Design and store image

The retailer needs to be aware of design and how it can
Positively impact a store's irage. Many retailers get so
used to their current design that they give little thought

he design

"'Ence

to various existing passibilities. Retailers should put
themselves in the shoes of their customers, looking at
the store with the same mindset as a first time
customer entering the store.

Empathising with the customer is the first step
towards changing the ambience of the store, The
question that needs to be asked is: [s there something
that will attract the customer into your store or
something that will promote curiosity? That first
impression of the customer creates an image about who
you are, and what vou have to sell. If the store looks
drab and boring, that perception will affect your image
and the image that the people have about the quality of
vour praducts and services.

The next step is to decide what you want the image
to be and then build your design around this image.

Traffic flow
Traffic flow must be designed in consonance with the

image of the store. A discount store may have little
space to stimulates faster movement of custormer and
faster delivery to manage a huge crowd on a regular
basis. In the case of relatively premium stores there is a
need to give customers plenty of room to move around
and allow easy access to the cash register. Any visuals or
products drawing a lot of attention should be easily
visible, One should be cautious about drawing the
customer's attention to off-limits areas,

In services marketing, physical evidence, (to rhyme
with other GPs) as part of the 7Ps, must be consistent
s0 s to project a unique itage, In that respect, design
of the stare plays a crucial role. The foremost question
to ask before putting on the thinking cap on store
design is: What is the store's main objective? s it

j
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inpulse purchase, lingering customers or education?

Answering this question will give the retailer 1 new

perspective on how to make the store customer-friendly.

The play with colours

Once a brand image is identified and the feel, flow and
objective are determined, the element of color should
be considered. On the most basic physical level we all
share similar responses to colour. Wavelengths of
reflected light (colour) stimulate our nervous aud
endocrine systems, creating distinct biclogical
responses. Qur heart rate and blood pressure can
increase while observing intensely saturated ved and
orange hues. We can become sleepy, anxious, or even

There is a need to formulate graphics and
designs that integrate directly into images as
well as the products

get headaches while pazing upon large areas of bright
whites or greys. Or we can achicve a sense of well being
when surrounded by a combination ol cool and warnn
hues. However, lor the most part these responses
happen beyond our awareness, How do all these
instinctual responses relate to retail® Simple. By relating
tu a person's nnate respanses, colour can make the
ditference between whether a customer buys ane iter
or 2o, After all, we're all influenced to soime degree by
the colours that surround s,

The key to using colours {for specific purposes
within a retail environtment is the understanding of
both physiological and peychological influences. Tn the
retail atmosphere the main goal (s to help the customer
simultaneously identify with both the enviromment and
the products, generating a healthy sale and a satistied
customer. The following are questions to consider as
well as some basic principles that may be used as
guidelines when choosing your retuil colour palette:

@ Define the goals and the culture of the business.
@ Who are the customers?

@ What should they experience?

@® Are they teenagers. thirty-something parents,
seniors?

@ Do you want to generate exciterment or

quict interest?

@ Do vou want to create a space that is festive, trendy,

ROODMY CONFINES l

utilitarian and funky, or elegaut and sophistic neds
the physical space large or small and intimate:
@ Is there any natural light available?

P

After these questions have been answered ety
should consider the psychological associations we |
with various colours:

Red: assertive, exciting, passionate, warmm

Pink: stimulates desire for sweets

Orange: sociable, "folk-style,” implies affordable;
currently a trend colour

Blue: relaxing, refreshing, cool, symbalizes trusi,
integrity, and intuition

Green: nurturing; has universal appeal: can be ship
and dynamic

Brown and earth colours: stalble,
secure, friendly. receptive, and rel
to instinct

Yellow: cheerful, communicative,
casual, and vouthfal
Purple/Violet: deep version i-
mysterious, serious; pastel shade
favourite with young girls!

White: unifies; brings life to other colours; cultonl
ambigunous; cold / impersonal, and sterile

Black: culturally ambiguous and formal

Gray: implies ambiguity when mixed in hues; tend
metallic/pear] versions are more mysterious

Creating u successful palette is all about balince
Combinations of colour and lighting will influer e
response. Therefore the balance of hue, value, contr
and light reflectivity is vital. Strong colour, high
contrast, and more patterming will create a morn
stimulating environment. Close tones and lower ligl
reflectance values will create a place where peoyile w
linger. Comiortable, sophisticated neutrals and rior
subtle textures can be punctuated with strong bues:
mixed materials for visual interest.

The subject of colour is quite vast. Colours thal
surround a person will definitely influence that pers
to same degree. The challenge lies in creating a
syccesstul colour palette that allows its influence on
customers to work for vou,

Colours should be consistent with the corporaie
look. Colour scheres should be carried throughout
store and coordinated with fixtures. The dominant
colour scheme acts as a reminder for the store when
colour is encountered in any other setting. [t helps i
aided recall of the store. When using bright splashes
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eeds to be ensured that let the customers’
get distracted. Surrounding arcas of bright

ating graphrc images tlmt detUrt‘
O work relating to the store's

I. ther considerations for graphics
inter cards, tile printing, textured
fabric banners and photomurals.
allows for photographic repmductions on

Today's

uﬁ];ﬁve w.rmyl and then applying the ddh(‘\l\L vinyl to
thg-wal] in multiple panels, in a sinular fashion as

; Flo_'__r designs
Hoor designs are becoming more popular; particularly
w0 malls with niultiple tevels or atritms that give
shoppers a bird's eye view of the floor design. When
- you see it from above, it creates a far maore dramatic
effect. Often, shopping centres add designs that
complement a property's name, theme or logo.
il e, 0 Technology available now provides the means to cut

[

e angl intricate shapes in a variety of materials, such as tile,
Comasf stone, metal and vinyl flooring, Recent innovations in

sh § waterjet technology have been instrumental in

Or § advancing the trend in intricate floor designs. Materials

ver ohe B used to create floor designs include ceramic tile,

ople will i terrazzo and stone.

d 1iore 8 Ceramic has become one of the most popular

s andf choices for creating distinctive designs because it can be
it into any number of intricate shapes, and the tile

g Lhat tomes in thousands of colours. Regardless of the

- thosen material or technique, the overall trend in the
1a retail industry is to use flooring products to enhance the

al perso

nee on design scherne of a shopping centre or retail store. It's
ot always the merchandise. It is the decor of the store

porale that is attracting the buyer.

tghout g Another flooring trend has retailers moving their

inan!t ovn floor designs farther out into common areas of

e whien .mﬁns to attract customers. Flooring can be used like

' COLOUR BRANDING

flooring products to capture shopper attention.
Designers are searching for stone-flooring products that
> o
feature a variety of textures. The textured stone can
Y
provide greater slip-resistance compared with other
- :

products. The texture also can be used as an aesthetic

Many retailers get so used to their current
.v»c:lcome and thank you signs, or dESlgl'l that they glve little thOllght to the
various possibilities that exist

feature to provide more variation to the polished
flooring. For example, textured-stone pieces can be used
in conjunction with polished stone to create decorative
patterns or borders,

One of the most popular uses of ceramic tile these
days is to create a mosaic design within the floor
pattern. Designs range from creating an image. such as
a rosette, to duplicating a company logo in a tiled
entryway. We can see ceramic being used in all aspects
of retail, from the main floor of @ shopping centre itself
all the way into tenant stores, whether they be
restaurant or retail, Ceramic tile offers i very strong
combination of great aesthetic and design capability,
along with positive performance attributes such as
durability, slip-resistance. scratch-resistance and good
nintenance propertes,

The eyes of retail shoppers, although sharp and
exacting, ate often encouraged o appreciate the forest
for its trees. If store design succeeds in its mission,
then its smaller components — such as colour choice or
fixture materials - lose their individual significance as
they contribute to a refined, unified environment.

To shoppers, the store makes its design and image
impressions as a whole while unselfishly giving the
merchandise the store's top billing. But for designers, a
retail environment may truly succeed by what shoppers
do not consciously absorb. Each building block
component of retail store design - its materials. colours
and textures — must be harmoniously matched,
manipulated and enjoined to create a warn, inviting
retail space. The retailer needs to appreciale the mpact
of the primary design elements in the creating an
image for the store. &

The auther Is Associate Professor - Marketing, at the TAPgj

helps in EE‘ to lead shoppers into a store. Retailers and Management Institute, Monipal. He may be contacted at
plashes o ping centre owners alike are using a variety of siva@mail.tapmi.org
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